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Abstract—Social media application is an essential tool 
contemporary to disseminate information or messages such as 
advertising.  The use is of social media inseparable from the 
habits of Indonesians who often use social media application 
every day.  However, a lot of fake news or hoax has been found 
spread through social media application contemporary.   
University Students are the most active users who have internet 
access (89.7%) in Indonesia or around 127 million people.  
Therefore, this causal research, or also known as explanatory 
research, will analyst the trust factor of Social Media application 
message, or the research question is, do university student trust 
to message from social media? SPSS applications and 
crosstabulation function used to process the data and show the 
correlation between factors.  Three hundred eighty-eight active 
university students from many universities and cities in 
Indonesia as respondents.  Twenty-eight hypotheses were 
constructed and found seven associations between several factors 
with trust to message or information from social media.    
Keywords—Fake News; Hoax; Trust Factor; Explanatory 
Research; Causal Research;  
I.  INTRODUCTION 
Indonesian people recently about 143.6 million have 
internet connection based on AJPII 2019.  Therefore many 
sector industries have been using media social to support 
industry activities such as for advertisement[1], election[2][3], 
social media is a vital tool that is very helpful in the 
dissemination of messages[4].  Indonesian people spend 203 
minutes per day on social media, 130 million active Facebook 
users, or 36% from a total of 360 million Southeast Asian users 
[4].  YouTube 43% is the most social media use, followed by 
Facebook 41%, WhatsApp 40%, Instagram 38%, Twitter 
27%[4].  
The dissemination of news through messages disseminated 
through social media is an essential thing. However, it realized 
that the distribution of messages through social media was easy 
to manipulate words which led to the spread of false news or 
hoax[5][6][7][8]. 
Therefore, this causal research will explore the correlation 
between university student background with a trust factor to 
the message that disseminated using social media.  The study 
will explore 28 hypotheses by using SPSS applications and 
Crosstabulation function used to process 388 data respondents.  
From 28 hypothesis constructed, 21 hypotheses are accepted or 
have no correlation, and seven hypotheses are rejected or have 
a relationship between variables.  This early-stage study is 
essential for future research, especially to know in detail on 
how the dissemination of the message of the fake news by 
using social media.  
II. LITERATURE REVIEW 
A. Causal Research  
The causal research or also known as explanatory research 
is research that investigates the correlation between factors or 
to explore the causal effect between factors[9][10][11].    
B. SPSS Crosstabulation 
SPSS (Statistic Packet for Social Science) own by IBM is 
a statistical tool used for social science research[12]. 
However, Crosstabulation function in SPSS can be used for 
analyst correlation or relationship between 2 variables or 
among 3 or more variables[13].  SPSS also can be used to test 
data validity and reliability. 
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C. Hypothesis 
The hypothesis is a suggested explanation of a phenomenon 
or a proposed explanation of possible correlation between or 
among event [14]. 
D. Fake News or False news 
There is a nonstandard definition of Fake news or False 
news. However, Silverman defined as invented news used to 
generate revenue[15] or an occasional fabricate message that 
disseminate through social media[8]   
III. DATA CHARACTERISTIC 
Data characteristic used to show the background of the 
respondent.  In this research, the 388 respondents from active 
university student from several university and city in Indonesia.  
The google form used to share the questionnaire from one 
student share the link to another student (snowball random 
sampling).  
The determining the number of respondents based on a 
report from AJPII report that Indonesia people that have 
internet access around 143.26 million people, and the most 
population that use the internet is University Student who is 
around 127 million people, the sample size calculator[16] used 
to total determined sample which is 384 samples required.  In 
this research, the total respondent is 388 meets with sample 
size required.  
TABLE I.  DATA CHARACTERISTIC 
No 
Respondent 
Description #n % 
1 
Gender (D1) 
Female 230 59.3% 
Male 158 40.7% 
2 
Age (D2) 
1. Below 17 Years Old 6 1.5% 
2. 18 – 25 Years Old 380 97.9% 
3. Above 25 Years Old 2 0.5% 
3 
Semester (D3) 
1. Semester 1 or 2 55 14.4% 
2. Semester 3 or 4 77 19.8% 
3. Semester 5 or 6 126 32.5% 
4. Above Semester 6 129 33.2% 
4 
Time Spent on Social Media (D4) 
1. Below 3 hours 62 16.0% 
2. Between 3 to 6 hours 198 51.0% 
3. Between 6 to 10 hours 95 24.5% 
4. Above 10 hours 33 8.5% 
 
The Table 1. shown the detail background of the university 
student respondent which are gender (Female, Male), the 
university student ages, semester and time spend by university 
student used to social media. The questionnaire used a 
multiple-choice answer and 6 Likert scales.    
A. Data Validation   
Data validation is a mandatory early process to make sure 
all data are valid before the future process. The validation test 
in this research using SPSS application with compare 
Corrected Item-Total Correlation value with Pearson’s r-table, 
in this case, is 0.113 for detail validation can be seen at table II 
that show all the questionnaire made are valid.  
TABLE II.  DATA VALIDATION  
 
Description 
Corrected 
Item-Total 
Correlation 
Status 
(r = 0.113 
0.05) 
1 I easily believe in information that 
is disseminated on social media 
(T1) 
0.664 Valid 
2 I believe the information I get from 
social media can be trusted (T2) 0.773 Valid 
3 I believe the information I got has 
been checked by the sender (T3) 0.733 Valid 
4 I believe that the information 
obtained from social media is up to 
date (the latest) (T4) 
0.699 Valid 
5 Information obtained from social 
media in the form of text 
(example: WhatsApp, Line, 
Telegram, and Messenger) can be 
trusted (T5) 
0.799 Valid 
6 Information obtained by social 
media in the form of video 
(example: YouTube, Vimeo) can 
be trusted (T6) 
0.779 Valid 
7 Information obtained from social 
media in the form of images 
(example: Facebook, LinkedIn, 
Pinterest, Instagram) can be trusted 
(T7) 
0.789 Valid 
B. Data Reliability Test 
The second part of the data process is a reliability test to 
make sure the data consistency.  SPSS performed to 
consistency data test by seeing the value of Cronbach’s Alpha. 
The Cronbach’s Alpha value above 0.60[17] as a good 
indicator of data consistency, the detailed result of the data 
reliability  show at table III.  
TABLE III.  DATA RELIABILITY TEST RESULT  
No 
Reliability Test 
Description 
Cronbach's 
Alpha if 
Item 
Deleted 
Status 
 
1 T1 0.783 Reliable   
2 T2 0.773 Reliable 
3 T3 0.775 Reliable 
4 T4 0.780 Reliable 
5 T5 0.789 Reliable 
6 T6 0.772 Reliable 
7 T7 0.772 Reliable 
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C. Hypothesis and Crosstabulation Hypothesis Result 
The 28 hypothesizes constructed in this research and detail 
hypothesis can be seen in Table IV. 
TABLE IV.  HYPOTHESIS  
No Descriptions Hypothesis 
1 
Gender (D1) 
with T1 
H0 has no relationship between Gender(D1) 
with easy to believe the message from social 
media (T1) 
H1 has a relationship between Gender(D1) 
with easy to believe the message from social 
media(T1)  
2 
Gender(D1) 
with  T2 
H0 has no relationship between Gender(D1) 
with the belief the information from social 
media can be trusted (T2) 
H1 has a relationship between Gender(D1) 
with believing the information from social 
media can be trusted(T2) 
3 
Gender(D1) 
with T3 
H0 has no relationship between Gender(D1) 
with believing the information I got has been 
checked by the sender (T3) 
H1 has a relationship between Gender(D1) 
with believing the information I got has been 
checked by the sender(T3) 
4 
Gender(D1) 
with T4 
H0 has no relationship between Gender(D1) 
with believing the information obtained from 
social media is up to date(T4) 
H1 has a relationship between Gender(D1) 
with believing the information obtained 
from social media is up to date(T4) 
5 
Gender(D1) 
with T5 
H0 has no relationship between Gender(D1) 
with the information obtained from social 
media in the form of a text can be trusted(T5) 
H1 has a relationship between Gender(D1) 
with the information obtained from social 
media in the form of a text can be 
trusted(T5) 
6 
Gender(D1) 
with T6 
H0 has no relationship between Gender(D1) 
with the information obtained from social 
media in the form of video can be trusted(T6) 
H1 has a relationship between Gender(D1) 
with the information obtained from social 
media in the form of video can be 
trusted(T6) 
7 
Gender(D1) 
with T7 
H0 has no relationship between Gender(D1) 
with the information obtained from social 
media in the form of the image can be 
trusted(T7) 
H1 has a relationship between Gender(D1) 
with the information obtained from social 
media in the form of the image can be 
trusted(T7) 
8 
Age(D2) with 
T1 
H0 has no relationship between Age(D2) 
with easy to believe the message from social 
media (T1) 
H1 has a relationship between Age(D2) with 
easy to believe the message from social 
media(T1) 
9 
Age(D2) with 
T2 
H0 has no relationship between Age(D2) 
with believing the information from social 
media can be trusted (T2) 
H1 has a relationship between Age(D2) with 
believing the information from social media 
can be trusted(T2) 
No Descriptions Hypothesis 
10 
Age(D2) with 
T3 
H0 has no relationship between Age(D2) 
with believing the information I got has been 
checked by the sender (T3) 
H1 has a relationship between Age(D2) with 
believing the information I got has been 
checked by the sender(T3) 
11 
Age(D2) with 
T4 
H0 has no relationship between Age(D2) 
with believing the information obtained from 
social media is up to date(T4) 
H1 has a relationship between Age(D2) with 
believing the information obtained from 
social media is up to date(T4) 
12 
Age(D2) with 
T5 
H0 has no relationship between Age(D2) 
with the information obtained from social 
media in the form of a text can be trusted(T5) 
H1 has a relationship between Age(D2) with 
the information obtained from social media 
in the form of a text can be trusted(T5) 
13 
Age(D2) with 
T6 
H0 has no relationship between Age(D2) 
with the information obtained from social 
media in the form of video can be trusted(T6) 
H1 has a relationship between Age(D2) with 
the information obtained from social media 
in the form of video can be trusted(T6) 
14 
Age(D2) with 
T7 
H0 has no relationship between Age(D2) 
with the information obtained from social 
media in the form of the image can be 
trusted(T7) 
H1 has a relationship between Age(D2) with 
the information obtained from social media 
in the form of the image can be trusted(T7) 
15 
Semester(D3) 
with T1 
H0 has no relationship between 
Semester(D3) with easy to believe the 
message from social media (T1) 
H1 has a relationship between Semester(D3) 
with easy to believe the message from social 
media(T1) 
16 
Semester(D3) 
with T2 
H0 has no relationship between 
Semester(D3) with believing the information 
from social media can be trusted (T2) 
H1 has a relationship between Semester(D3) 
with the belief the information from social 
media can be trusted(T2) 
17 
Semester(D3) 
with T3 
H0 has no relationship between 
Semester(D3) with believing the information 
I got has been checked by the sender (T3) 
H1 has a relationship between Semester(D3) 
with believing the information I got has been 
checked by the sender(T3) 
18 
Semester(D3) 
with T4 
H0 has no relationship between 
Semester(D3) with believing the information 
obtained from social media is up to date(T4) 
H1 has a relationship between Semester(D3) 
with believing the information obtained 
from social media is up to date(T4) 
19 
Semester(D3) 
with T5 
H0 has no relationship between 
Semester(D3) with the information obtained 
from social media in the form of a text can be 
trusted(T5) 
H1 has a relationship between Semester(D3) 
with the information obtained from social 
media in the form of a text can be 
trusted(T5) 
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No Descriptions Hypothesis 
20 
Semester(D3) 
with T6 
H0 has no relationship between 
Semester(D3) with the information obtained 
from social media in the form of video can be 
trusted(T6) 
H1 has a relationship between Semester(D3) 
with the information obtained from social 
media in the form of video can be 
trusted(T6) 
21 
Semester(D3) 
with T7 
H0 has no relationship between 
Semester(D3) with the information obtained 
from social media in the form of the image can 
be trusted(T7) 
H1 has a relationship between Semester(D3) 
with the information obtained from social 
media in the form of the image can be 
trusted(T7) 
22 
Time Spent for 
Social 
Media(D4) with 
T1 
H0 has no relationship between Time Spent 
for Social Media(D4) with easy to believe 
the message from social media (T1) 
H1 has a relationship between Time Spent 
for Social Media(D4) with easy to believe 
the message from social media(T1) 
23 
Time Spent for 
Social 
Media(D4) with 
T2 
H0 has no relationship between Time Spent 
for Social Media(D4) with believing the 
information from social media can be trusted 
(T2) 
H1 has a relationship between Time Spent 
for Social Media(D4) with believing the 
information from social media can be 
trusted(T2) 
24 
Time Spent for 
Social 
Media(D4) with 
T3 
H0 has no relationship between Time Spent 
for Social Media(D4) with believing the 
information I got has been checked by the 
sender (T3) 
H1 has a relationship between Time Spent 
for Social Media(D4) with believing the 
information I got has been checked by the 
sender(T3) 
25 
Time Spent for 
Social 
Media(D4) with 
T4 
H0 has no relationship between Time Spent 
for Social Media(D4) with believing the 
information obtained from social media is up to 
date(T4) 
H1 has a relationship between Time Spent 
for Social Media(D4) with believing the 
information obtained from social media is 
up to date(T4) 
26 
Time Spent for 
Social 
Media(D4) with 
T5 
H0 has no relationship between Time Spent 
for Social Media(D4) with the information 
obtained from social media in the form of a text 
can be trusted(T5) 
H1 has a relationship between Time Spent 
for Social Media(D4) with the information 
obtained from social media in the form of a 
text can be trusted(T5) 
27 
Time Spent for 
Social 
Media(D4) with 
T6 
H0 has no relationship between Time Spent 
for Social Media(D4) with the information 
obtained from social media in the form of video 
can be trusted(T6) 
H1has a relationship between Time Spent 
for Social Media(D4) with the information 
obtained from social media in the form of 
video can be trusted(T6) 
28 
Time Spent for 
Social 
Media(D4) with 
T7 
H0 has no relationship between Time Spent 
for Social Media(D4) with the information 
obtained from social media in the form of the 
image can be trusted(T7) 
H1 has a relationship between Time Spent 
for Social Media(D4) with the information 
obtained from social media in the form of 
the image can be trusted(T7) 
The result of the crosstabulation factor calculation process 
for each hypothesis can be seen in Table V.  The Pearson Chi-
Square (Asymp.Sig) indicator if greater than 0.05 means no 
correlation or H0 accepted and H1 rejected.  
TABLE V.  HYPOTHESES AND CORRELATION RESULT 
No 
CrossTab 
Pearson 
Chi-Square 
(Asymp.Sig) 
H0 H1 
Have a 
Correlat
ion 
1 D1 * T1 0.574 Accepted Rejected No 
2 D1 * T2 0.472 Accepted Rejected No 
3 D1 * T3 0.912 Accepted Rejected No 
4 D1 * T4 0.182 Accepted Rejected No 
5 D1 * T5 0.642 Accepted Rejected No 
6 D1 * T6 0.102 Accepted Rejected No 
7 D1 * T7 0.180 Accepted Rejected No 
8 D2 * T1 0.055 Accepted Rejected No 
9 D2 * T2 0.241 Accepted Rejected No 
10 D2 * T3 0.233 Accepted Rejected No 
11 D2 * T4 0.496 Accepted Rejected No 
12 D2 * T5 0.162 Accepted Rejected No 
13 D2 * T6 0.403 Accepted Rejected No 
14 D2 * T7 0.283 Accepted Rejected No 
15 D3 * T1 0.037 Rejected Accepted Yes 
16 D3 * T2 0.077 Accepted Rejected No 
17 D3 * T3 0.148 Accepted Rejected No 
18 D3 * T4 0.036 Rejected Accepted Yes 
19 D3 * T5 0.042 Rejected Accepted Yes 
20 D3 * T6 0.011 Rejected Accepted Yes 
21 D3 * T7 0.020 Rejected Accepted Yes 
22 D4 * T1 0.049 Rejected Accepted Yes 
23 D4 * T2 0.009 Rejected Accepted Yes 
24 D4 * T3 0.566 Accepted Rejected No 
25 D4 * T4 0.629 Accepted Rejected No 
26 D4 * T5 0.105 Accepted Rejected No 
27 D4 * T6 0.392 Accepted Rejected No 
28 D4 * T7 0.510 Accepted Rejected No 
 
From the table V hypotheses and correlation result show 
that university semester background factor has correlation 
with five trust message factors which is easy to believe the 
message from social media, the information obtained from 
social media is up to date,  the information obtained from 
social media in the form of text can be trusted, the information 
obtained from social media in the form of video can be 
trusted, and the information obtained from social media in the 
form of image can be trusted. 
University student spent time for social media factor has a 
correlation with two trust message factors which is easy to 
believe the message from social media and believe that the 
information from social media can be trusted.  The debatable 
result with early research that reported young people decline 
the news from media social or untrusted[18]. 
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IV. DISCUSSION 
This research shows that most age and gender have no 
correlation with the message the trust factor, or it can be said 
that age and gender have no influence on the message received 
from social media.  However, a semester of university student 
and time spent on social media must influence the message 
received from social media. 
Agree with the early research that reported social media to 
have no much influence message from social media to 
influence public opinion[4]. 
V. CONCLUSION 
The conclusions of the research can be described as  
• The message disseminates from social media has less 
influence on university student opinion. 
• The university student semester and time spent on 
social media background factor has little influence on 
university student opinion 
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